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Community

Participation

Radio is a media genre. It is small enough to fit in your
pocket, yet big enough to cover the world. On the one end
of the spectrum you might have a community station and
on the other end you have international networks spanning
the globe. Radio invites every size audience from a few
hundred to millions of listeners eavesdropping on radio
conversations. In this chapter we study the participation
between the community and local radio. We aim to help
radio stations and communities find an effective partnership
which leads to one development of both the station and
the community.

To secure an effective partnership between the
community and the station, the partners should:

10 Utilise radio’s strengths to the communities
advantage.
11 Subscribe to license conditions of community owned

and controlled stations.

12 Collaborate in the process of setting up the
community station.

13 Source talent from the community to complete
station staff structures.

14 Design avenues for the community to make,
influence and implement decisions.

15 Manage audience participation in programme
content.

16 Monitor the content delivery in terms of audience
involvement.
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1. Communities should use
radio’s strengths to their
advantage

1 Radio is Personal

Radio has been classified as a mass medium, yet community
radio can be used in personal ways. If the listener feels
the programme is specifically for him, then you have
minimised the "mass medium" concept by presenting "one
on one", promoting intimacy on the receiving end. A radio
presenter can offer comfort at a time of community tragedy
or clarity in the context community confusion.

1 Radio is Pervasive

Radio is not subject to boundaries - political, physical,
social or religious. It allows the presenter to speak to people
beyond their personal and physical world. You may have
never been to prison, but radio allows you to speak to
community members in prison.

2 Radio is Powerful

Listeners tend to trust and believe most of what they hear
as true, unless they have good reason to doubt what they
hear. The medium itself carries a certain authority and
credibility. Community leaders and members can use radio
to get important messages to their constituency.

3 Radio is Diverse

There is no one-way to do radio. The medium accomplishes
a variety of goals, accommodates a variety of formats and
can address the "multiple interests" of the community. No
interest group should be excluded; community stations
should make programmes for language groups; faith
groups; physically challenged groups, etc.

4 Radio has Immediacy

Radio can simply broadcast community events as they
happen - up to the second and on the spot. You may be
driving in your car and be kept informed through a ball-

by-ball commentary at a high school cricket game or
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broadcast a fund raising event from a local church.

5 Radio is Interactive

Radio also gives the community access to the studio.
Through the telephone and modern media, the community
can participate in programme content; ask questions of
experts in the studio and send congratulatory messages
to high school graduates. Modern radio has become a
genuine two-way communicator.

6 Radio is Informative

Society has a right to know and the freedom of information
is a basic right.

Community Radio serves as a prime source of local
information through news, reports, magazine shows and
discussions.

7 Radio gives Entertainment

Research has shown that entertainment programmes
attract more listeners than information or cultural
programmes. Why? Communities can capitalise on
surfacing local talent; running local talent shows; broadcast
local concerts etc.

8 Radio is Persuasive

Radio can influence public opinion by the selection of
information it distributes. Reports favouring one viewpoint
or devoting more airtime to certain political leaders can
influence voting in a local election. Community radio
should not abuse the persuasive potential of radio but
ensure it caters for all of the community.

9 Radio is Affordable

For the listener, a radio item is inexpensive and is often
the first luxury to be bought in many parts of the developing
world. For interest groups in a community, the making of
a programme is cost effective against the size of a potential
audience. Programme making should be encouraged
because it is cheap to produce.

10 Radio is Portable
You can be in a car or in the field or at work in a factory,

radio is your link to your community, keeping you informed
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